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July 2, 1991 
Contact: Jim Feuer 
DRUGS OF CHOICE -- TV commercials for over-the-counter (OTC) fever 
medications for children and for OTC sleeping pills tend to influence 
children to use these medications, according to a study by a University of 
Dayton psychology professor. Except for these two medications, however, TV 
commercials for OTC medications in general do not influence children's 
willingness to use these medicines compared to "equally appropriate non-
medicine alternatives," says Eliot Butter. Previous studies estimate that 
children of elementary school age watch an average of four to six hours of 
television a day and view between 700 and 1,000 ads a year for OTC 
medicines, says Butter, who studied third and fourth graders. The study 1s 
published in the summer issue of the journal Psychology & Marketing. 
Contact Eliot Butter at (513) 229-2163 or (513) 299-4378. 
NOT A PENNY MORE -- Grocery store managers face a tough time in deciding 
how much to raise or lower their prices without losing sales and profits, 
partly because they don't know how consumers will respond to price changes 
for certain merchandise. Now they do. A University of Dayton study has 
found that for frequently purchased staples in grocery stores priced up to 
$1.99-- such as paper towels, lettuce and eggs--prices must rise at least 12 
to 13.9 percent before consumers say they "intend" not to buy the products. 
William Lewis and Richard Miller of UD's marketing/management department 
say results are less clear for other price ranges. 
Contact William Lewis at (513) 229-3704 or (513) 434-8557 or Richard Miller 
at (513) 229-2022 or (513) 278-6970. 
PROMOTING NEW IDEAS -- If businesses want to be more innovative , they must 
assure their workers that they always will have a job, says a University of 
Dayton management professor who has been recognized for his work on 
increasing innovation. Why would employees want to tell their bosses about 
something that may work better and faster and make their company more 
efficient when it also may put them out of a job? asks Van Miller. He says 
it would be better to retrain these workers in another area than to lay 
them off. "It would be better for us as far as the price of goods is 
concerned, and it would be better for their own health," says Miller. 
Contact Van Miller at (513) 229-2027 or (513) 868-2278. 
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